The objective of the article is to enrich knowledge about marketing personalization of the optimization of marketing campaigns. In the article, differences in how customers perceive individual tools of marketing communication in the online environment were evaluated. When creating campaigns, only the customer's view of the product (segmentation) is often taken into account. This article recommends some bases depending on campaign optimization variables. From a methodological point of view, a homogeneity analysis was used to analyse the hypotheses that assessed the impact of instruments, as well as the impact depending on identification variables, such as gender, education and social status. Based on the outputs these facts were analysed. A questionnaire was used. (Data collection took place in early 2017). Our research has an application character and, therefore, one of the most attractive findings is in the area of practice, where focusing marketing campaigns on sales support in visual forms was recommended. In the vast majority of cases, the maker of marketing activities focuses on the construction of segments based on assumptions in strong association with the product. We optimize this approach because different customer groups respond differently to different tools and forms of tools and to their mutual combinations. Limitations of applications can be determined depending on the nature of the base file and therefore for countries with a distinctly different structure, the outputs do not have to be valid. Applying the lessons learned from the field of diversification of the impact of individual instruments in the early stages of campaigns can be recommended or in campaigns where there is an explicit problem with the exact determination of customer segments and the optimal tools
campaigns, the question of choosing an appropriate tool and making it more specific is considered secondary or, at best, intuitive (Schwarzl and Grabowska, 2015) . The customer should choose an instrument according to modern marketing concepts. The following are aimed at verifying the homogeneity of the impact of different forms of communication attributed to customers.
Research methodology. The primary objective of this research is to evaluate the differences between the perceptions of individual instruments and their forms. The following figure describes the principle that if we know the customer, we knew a lot about the impact of specific tools and forms of tools by analogizing the most optimal campaign. This method helps to optimize resources by maximizing the efficiency of the campaign. We should not take it as a necessity but rather as determining the location and importance of the campaign to understand the customer. As shown in the previous Figure 1 , our efforts are inherently linked to the sale of products (goods/services). This sale is analogous to communication; we will be devoted to the dimension of tools and their forms. In communication, the subject of marketing, and therefore the social interaction at the end materializes. Knowing our customer (in terms of demographic variables) is extremely important for a successful campaign. The actual sale of products that meet the requirements of satisfaction is defined in addition to the communication campaign by other elements of the marketing mix, e.g. packaging, prices as well as other factors and preferences. Our work focuses exclusively on the communication component of a personalized marketing campaign.
In the analysis leading to the fulfilment of the stated objective we present the following research questions with the main hypotheses:
R.Q.I: To what extent can we consider the impact of individual communication mix tools to be homogeneous?
H.1.a: We expect a significant difference in the impact of certain communication mix tools. H.1.b: We assume a significant degree of difference between the various communication mix tools depending on the category of gender.
H.1.c: We expect a significant degree of difference between the certain communication mix tools, depending on the category of the highest achieved education.
H.1.d: We expect a significant degree of difference between the various communication mix tools depending on the category of social status.
R.Q.II: To what extent can we consider the impact of the various forms of communication mix tools to be homogeneous? http://mmi.fem.sumdu.edu.ua/en H.2.a: We expect a significant difference in the impact of certain forms of communication mix tools. H.2.b: We expect a significant degree of difference between different forms of communication mix tools, depending on the category of the gender.
H.2.c: We expect a significant degree of difference in different forms of communication mix instruments, depending on the category of the highest achieved education.
H.2.d: We expect a significant degree of difference in the different forms of communication mix tools depending on the category of social status.
Methodology for data collection, description of the methods of investigation As we can assume from these hypotheses, our research can be characterized as primary, applied and interdisciplinary. We carried out the research in the form of selection based on the availability. We distributed the questionnaires on social sites and we also used e-mails (own personal databases). In the research, we collected 244 questionnaires. Data collection took place in early 2017. All observations were carried out in Slovakia. We divided the questionnaire (https://goo.gl/forms/7h0RqmRG5FtXZMGS2) to find the measurement variable and the identification variable. The measurement variables examined how the respondents felt to be affected by advertising, sales promotion, events, PR and direct marketing in the online environment. We have also examined the impact of the forms we have specified e.g. text, interactive, multimedia, visual, auditory, social sites, (RSS, etc.) . For both tools and forms of tools, we have provided specific examples for better visualization of the elements. Tools and forms have been selected based on the theory presented by Janouch (2010) . Likert scale determined the impact level. The identifying variables were gender, highest education and social status. In addition, for descriptive statistics and frequency analysis, we used non-parametric homogeneity tests to guide us towards achieving our objective. In the analysis of two categories of variables, we used the Mann-Whitney U test and for three or more categories of the analysed variables the Kruskal-Wallis H test.
Frequency analysis of survey variables. The following Figure 2 tells us about the ratios of the acquired outputs of gender, education and social status variables. The outputs of the variable, in particular, reflect the proportionality of the base file ratio. Dependent variables are also part of the research. We analysed them in the following tables. The tables are enriched with a column view that symbolizes the category output to 100%. The following table provides an overview of the achieved results in the questionnaire survey in the dimension of online marketing tools. Individual instruments were defined in terms of the Slovak Republic. These are general outcomes without any specification of the market segment and the customer. From a first glance, we see that the vast majority of instruments dominate in the most positive assessment. We see the fluctuations in online events and PR where they were placed in the second highest position. As described in the previous Table 1 , the tool outputs are examined and we discuss their forms as shown in the following Table 2 .
In the first four forms, we can see that the attributed influence is unequivocally placed in the most positively offered response option -thus influencing it. It was about the tools of visual, multimedia, interactive and textual character. "Worst outputs" are in the form of others (RSS, etc.) and in auditory forms. Social websites, as a specific form, are surprisingly achieving very positive outcomes.
Analysis of hypotheses. The following section was devoted to the analytical examination of the hypotheses listed in the methodological part of this article. This part is conceived with respect to hypothesis analysis, and therefore the analysis of each hypothesis is another part.
Tools in general. In the following section, we offer the results of the analysis of the homogeneity of the impact of the individual tools used in marketing campaigns.
H.1.a: We expect a significant difference in the impact of certain communication mix tools. We investigated the previous hypothesis by the Kruskal-Wallis H nonparametric method. The decision mechanism is based on asymptotic significance and on the p-value over the hypothesis:
H0: There are no significant differences between the analysed variables. H1: There are significant differences between the analysed variables. http://mmi.fem.sumdu.edu.ua/en Based on the output of p, we recommend not rejecting the alternative H1 hypothesis. There are significant differences between the analysed impact variables. We can see the highest impact was measured by Sales promotion, the smallest one on PR.
Tools in the dimension of gender. In the following section, we offer the results of the homogeneity analysis of tools used in marketing campaigns between women and men.
H.1.b: We assume a significant degree of difference between the various communication mix tools depending on the category of gender. We investigated the previous hypothesis by the non-parametric Mann-Whitney U test. The decision mechanism is based on asymptotic significance and on the p-value over the hypothesis:
H0: There are no significant differences in the degree of impact between the gender categories. H1: There are significant differences in the degree of impact between the gender categories. Based on the output of the p-value, we recommend not rejecting the alternative H1 hypothesis in the Advertising and Online event variables. Table 5 shows the impact level. The previous Table 5 exactly determines the impact outputs. As indicated, the difference was confirmed by the "Advertising" variable for women and by the "Events" for men.
Tools in the dimension of education. In the following section, we offer the results of the analysis of the homogeneity on the impact of the tools used in marketing campaigns among the groups of customers with the achieved primary education, secondary education with or without a school leaving examination and higher education.
We investigated the previous hypothesis by the Kruskal-Wallis H nonparametric method. The decision mechanism is based on asymptotic significance and on the p-value over the hypothesis:
H0: There are no significant differences in the degree of impact between the categories of education. http://mmi.fem.sumdu.edu.ua/en H1: There are significant differences in the degree of impact between the categories of education. Based on the p output, we recommend not rejecting the alternative H1 hypothesis in the direct marketing variable. Thus, for instruments, the adaptation to the customer with a certain education appears to be unnecessary. In this case, personalization should only make sense in direct marketing. Figure 3 shows the impact level.
*1 -Primary school, 2 -Secondary (without graduation), 3 -Secondary (with graduation), 4 -University We have deduced the only significant difference in direct marketing. Our output in this category is not recommended for customers with the level of primary education.
Tools in the dimension of social status. In the following, we offer the results of the analysis of the homogeneity of the impact of the tools used in the marketing campaigns among the customer groups in the social status category.
H.1.d: We expect a significant degree of difference between the various communication mix tools depending on the social status category. We investigated the previous hypothesis by the Kruskal-Wallis H nonparametric method. The decision mechanism is based on asymptotic significance and on the p-value over the hypothesis:
H0: There are no significant differences in the degree of impact between the categories of social status. H1: There are significant differences in the degree of impact between the categories of social status. Based on the output of the p-value, we recommend not rejecting the alternative H1 hypothesis in sales promotion, online event, PR and direct marketing variables. In the above-mentioned tools, the adjustment of a particular form of women and a particular form of men is meaningful. Figure 4 shows the impact level.
As we can see, a significant difference has occurred in several instruments in the category of social status. The lowest level is attributed to the unemployed. This level may be a secondary outcome of the actual impact of unemployment on purchasing preferences. We support retirees and students in promoting sales among the most prominent categories. In case of events, PR and direct marketing, we support both retirees and entrepreneurs. H0: There are no significant differences between the analysed variables. H1: There are significant differences between the analysed variables. Based on the output p-value, we recommend not rejecting the alternative H1 hypothesis. There are significant differences between the analysed impact variables. The highest mean of attributed influence can be seen in "Visual".
Forms of tools in the dimension of gender. In the following section, we offer the results of the analysis of the homogeneity of the impact of the tools used in the marketing campaigns between women and men.
H.2.b: We expect a significant degree of difference between different forms of communication mix tools, depending on the category of the gender. We investigated the previous hypothesis by the non-parametric Mann-Whitney U test. The decision mechanism is based on asymptotic significance and on the p-value over the hypothesis:
H0: There are no significant differences in the degree of impact between the gender categories. H1: There are significant differences in the degree of impact between the gender categories. Based on the output of the p-value, we recommend not rejecting the alternative H1 hypothesis in the interactive and multimedia variables. In the above-mentioned forms of tools, the adjustment of a particular form of women and a particular form of men is meaningful. The following table shows the impact level.
Based on the output of the p-value, we recommend not rejecting the alternative H1 hypothesis in the interactive and multimedia variables. In the above-mentioned forms of tools, the adjustment of a particular form of women and a particular form of men is meaningful. The following table shows the impact level.
Significant differences in influence were reflected in the area of interactive tools for women and multimedia for men. Other forms of instruments were not statistically significant under the influence of gender.
Forms of tools in the dimension of education. In the following section, we offer the results of the analysis of the homogeneity of the impact of the tools used in marketing campaigns among the groups of customers with the achieved primary education, secondary education with or without a school leaving examination and higher education.
H.2.c: We expect a significant degree of difference in different forms of communication mix instruments, depending on the category of the highest achieved education. The previous hypothesis was investigated through the Kruskal-Wallis H nonparametric method. The decision mechanism is based on asymptotic significance, the p-value over the hypothesis:
H0: There are no significant differences in the level of impact between the categories of education. H1: There are significant differences in the level of impact between the categories of education. Based on the p output, we recommend rejecting the H1 alternative hypothesis in variables of multimedia, auditing and other forms of marketing tools. These forms of tools can be used in the categories of education. In other cases, customization of the tool would make sense to a customer with a certain level of education. Figure 5 visualizes the impact of tools.
*1 -Primary school, 2 -Secondary (without graduation), 3 -Secondary (with graduation), 4 -University
Figure 5 -Forms of tools (Education) -evaluation (own elaboration)
Differences occurred in text form, where the lowest output is at primary school and the highest output is in case of the higher education. In interactive and in all other instruments with significant differences, the output is similar.
Forms of tools in the dimension of social status. In the following section, we offer the results of the analysis of the homogeneity of the impact of the tools used in the marketing campaigns between customer groups in the category of social status.
H We investigated the previous hypothesis by the Kruskal-Wallis H nonparametric method. The decision mechanism is based on asymptotic significance and on the p-value over the hypothesis:
H0: There are no significant differences in the degree of impact between the categories of social status. H1: There are significant differences in the degree of impact between the categories of social status. Based on the p output, we recommend not rejecting the alternative H1 hypothesis in all variables. In the category of the social status variable, there are differences that should be considered in marketing activities. Figure 6 visualizes the impact level.
*1 -Unemployed, 2 -Pensioner, 3 -Entrepreneur, 4 -Student, 5 -Employee Analytically looking at the differences in social status categories, we can say that the differences were manifested in each form of the instrument. In almost all forms, the smallest impact was found among the unemployed and the highest among retirees. In "other" forms (RSS, etc.) the lowest impact was attributed to employees and to retirees with a slight difference.
Discussion. Personalization discussions are expanding in a number of ways, whether in social networking areas, as Tran (2017) claims, or in the areas of traditional marketing (McDarby et al. 2018) . In the field of applied research, the expansion of the scientific horizon is important. It is particularly important from the point of view of the pivotal marketing pillar that Kotler and Keller (2012) characterized as meeting the customer's needs with an emphasis on profit. Janouch (2010) determines the tools and forms of online 86,35 157,64 129,53 125,64 102,38 102,38 173,59 113,08 121,94 118,55 78,75 177,32 89,05 127,77 129,81 97,38 174,61 115,98 130,76 107,81 80,13 180,50 153,21 114,18 110,05 86,88 161,09 135,13 124,72 111,37 102,50 165,95 144,05 124,48 101,30 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
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marketing but has not defined the differences in the perception among individual customer groups. Our contribution to this area is in the precise assessment of the preference and therefore of the output of the applications. It is a recommendation of specific tools for specific groups of potential and real customers. Personalization is an activity optimization system to maximize customer satisfaction. Trends in this system are not significantly different in the geographical demarcation of the regions. Personalization is a systematic activity that is a global trend and it should not be underestimated.
The principle of personalization is embedded in a detailed understanding of the customer. Customer needs are satisfied when we know the customer. We know his/her product preferences, know his/her habits and, finally, yet importantly, we will recognize the communication tools and forms of the tools that most influence the customer. The principle of personalization in tool dimensions and forms of marketing communication tools offers us the opportunity to effectively communicate with the customer.
Based on the analyses of the previous section, we assume that not all customer groups respond proportionately to all tools and forms of marketing communication tools. This exact underlying argument is of utmost importance for the marketing activities in the online environment of primarily small and medium-sized businesses that do not have explicitly defined customer segments and ongoing analyses of previous campaigns. When placing a product on the market, smaller businesses do not usually have a marketing research budget that would reveal the "best of" to get closer to the customer. Often they do not have built efficient distribution routes to existing products and services. The differences in attributed influence reduce the randomness of the decision, in approaching the customer -personalization from the point of view of the communication strategy of the campaign. As we mentioned in the introduction, offering sales to meet customers' needs does not only affect the campaign through its communication substance but also the impact of other elements of the marketing mix and other influences, purchasing, trends, personal preferences, family etc. Through communication, we often try to convince the customer to see the product to meet his or her needs and offer an affordable price. Communication and personalization should also be given the appropriate attention. Delivering causality in communication as an indispensable part of the marketing mix represents a huge opportunity for the research area in a great deal with the real application of outputs in practice. We plan to enrich the personalization of communication in the context of new knowledge leading to customer benefits, business profits and to the shift in theory.
In the vast majority of cases, the creation of marketing activities focuses on the construction of segments based on assumptions in strong association with the product. Previous ideas offer a stronger view of the concept of marketing. These ideas look at the optimization of the campaign from the perspective of the customer. The main idea of the research was to demonstrate the different homogeneity of the perceived impact of communication tools in the online environment (advertising, sales promotion, events, PR activities, direct marketing) and tooling (text, interactive, multimedia, visual), second-degree grading of variables such as gender, education and social status. By implication, this view of personalization in campaigning should not be absent, especially for campaigns where there is a high percentage of uncertainty.
In hypotheses H1a and H2a, we analysed the homogeneity of tools and their forms. For both variables, we recommend adopting an alternative hypothesis, meaning there are significant differences between the tools and forms of tools. Sales promotion, direct marketing and advertising are considered to be the best tools. Visual, multimedia and interactive forms are considered to be the most influential. The optimal tool in combination with its form is generally supported by sales in visual form. However, there were only slight differences between the above-mentioned tools and forms. Instruments and forms of tools that respondents do not assign as much were online events and PR in a combination of forms as auditing or others, i.e. RSS etc. In the second part, there were significant differences in many categories of the analysed variables (gender, education, social status). Based on the output, we can define the so-called problematic category -the unemployed, where the level of influence has not been measured in most http://mmi.fem.sumdu.edu.ua/en instruments and forms of tools. The very grateful category in the social status, were retirees, with a high degree of influence in several instruments and forms of tools.
In these parts, we have explained the advantages of personalization in Slovakia, further research in this area could be carried out in terms of application and drawing an exact conclusion in the case of specific products and services. We experimentally prove the effects of personalization on particular products, for individual groups of customers, with an emphasis on the principles of a marketing concept.
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